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Presentation Overview

Introduction

What is Important to research
Tools (Business Model Canvas)
How to ask questions
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Technology Customer

© The Tough Love Angel

Don’t force your technology on the customer, find out what they want.




Biggest Market Research Mistakes

Not Knowing What You’re Looking For

Poor Choice of Reference Materials

Researching the Wrong Group

Relying on One Set of Data

Your Family and Friends CAN’T be your Focus Group
Understanding Your Own Bias
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http://smallbusinessbc.ca/article/market-research-mistakes-to-avoid/



http://smallbusinessbc.ca/article/market-research-mistakes-to-avoid/

Business Model Canvas: WHO? WHAT? WHY?

Business Model Generation via “Canvas”

. Value Proposition + Customer Segments
. Channels

. Customer Relationships

. Revenue Streams

. Cost Structures

. Key Resources

. Key Partnerships

. Key Activities
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“The business model ontology:
A proposition in a design science approach.”

Alexander

Osterwalder, 2004




The Business Model Canvas
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Business Model Canvas
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Key Partners

Key Activities

Key Resources
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Value Propositions |

Customer Reiat:’onsh:’;Q

Customer Segments

i

VP 1 (user)

VP 2 (payer) ¢

CS 1 (user)

Channels

» CS 2 (payer)

Cost Structure

Revenue Streams




Greater the pain, greater the potential value
Wong-Baker FACES Pain Rating Scale
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LITTLE BIT  LITTLE MORE EVEN MORE WHOLE LOT WORST

From Wong D.L., Hockenberry-Eaton M., Wilson D., Winkelstein M.L., 5 .t Wong's
Essentials of Pediatric Nursing, ed. 6, St. Louis, 2001, p. 1301. Copyn sby, Inc.
Reprinted by permission.




Customer Segments
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« EXercise: Your value proposition:

— What is your customer’s pain?

— What is your solution?

— Why is it better than your customer’s
current (or alternative) solution?




Revenue Streams
Types  Bample

Asset sale

Usage fee
Subscription fees
Lend/rent/lease fee
License fee
Brokerage fee
Advertising

Fixed pricing
Dynamic pricing

Sell a book, circuit board, music
Minutes used on a phone

Club membership, satellite radio
Temporary use — returnable

Grant use of a patent or copyright
‘middle-man’, credit cards

Sell space-time on a website,

Feature, volume, location dependent
Auction, Yield (airline seats), negotiated




MOVIE REVENUES

Revenue Streams é

(a) % of Ticket Sales
=== (b) licensing for
merchandise

(®) strategyzer

strategyzer.com




What should you research?

How does your customer pay for their current
solution?

How much does your customer pay for their current
solution? (do they have a limit?)

How would your customer prefer to pay?
How much will they pay?

How do you prove it?
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Step 1.
= Scientific method + Customer Discovery

Hypothesis:
Our customers require live support 24 hours/day, 7 days per week.

Experiment:
Live call customers to see if this is true. Determine to a level of confidence (e.g. p=0.01)

Customer Discovery:
What level of support would you like? What else would you like?

Bronze, Silver, Gold levels of support




Create a list of 5 people you believe are your
users and/or paying customers and talk to them
(on the phone).

You are seeking (a) insights, (b) new actions.




Example questions (DO NOT SELL!):
* Is ‘X’ a problem for you?

 How do you solve ‘X’ now?

 What is your cost of the current solution?

» If someone provided new Value Proposition ‘Y’,
would you use it?

* Who else should | talk to?




Key Resources: required your business
to succeed

— Physical: building, equipment, servers, etc.
— Intellectual: Customer databases, ‘brand
awareness’, patents, trademarks, secrets, etc.

— Human: certifications, experience, connections
— Financial: LOC, cash, share-pool




Research

Primary Research Expensive)

Interviews, Surveys

Secondary Research (cheap)
Internet, Articles, Patents




Secondary Research First!

BCIT Databases:

Business Source Complete (internal and external information)

Prizm (profile the target market)

Print Measurement Bureau (demographic information)

Statistics Canada (buying behaviours)

Census Canada (psychographic information)

Euromonitor (industry trends)

Industry reports and analyses (competitive landscape)

List of top 5 potential competitors (competitive landscape)

List of comparable medical device manufacturers (competitive landscape)
List of top 10 industry specific journals (industry trends)




Other Sources

Libraries

Training Events
Tradeshows
Community Agencies ->




Patent Search

https://patents.google.com

Look for Claims (what is important)
Look for Citations
Look for “Cited by”

Get a better idea about the technology space and categories



https://patents.google.com

Primary Research

 Phone Calls

* Interviews

e Focus Groups
e Surveys




Example questions (DO NOT SELL!):
* Is ‘X’ a problem for you?

 How do you solve ‘X’ now?

 What is your cost of the current solution?

» If someone provided new Value Proposition ‘Y’,
would you use it?

* Who else should | talk to?




More Information

e http://www.bcit.ca/appliedresearch/student/businessbasics/
e http://www.bcit.ca/innovate/
e research@bcit.ca

e https://www.bcitsa.ca/beaboss/
e https://www.bcitsa.ca/beaboss/events/
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http://www.bcit.ca/appliedresearch/student/businessbasics/
http://www.bcit.ca/innovate/
mailto:research@bcit.ca
https://www.bcitsa.ca/beaboss/
https://www.bcitsa.ca/beaboss/events/

Upcoming Sessions

Feb 16 Money. Get it, Keep it, grow it. (Financial Literacy)
Mar 10 Plan to Win (Your Business Plan)

Mar 16 Sell! Sell! Sell! (Perfecting your Pitch)

Mar 23 Pitch Video Tips and Tricks
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